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From A to Z of Business Getting 


Business-getting ideas and plans are at a premium in the Electrical 
Field. % This Magazine deals exclusively with such plans. 
Every man interested in Electrical industries should subscribe 


today; we need each cther’s assistance. 
Published monthly by the C. W. LEE CO., 405 Union Building, Newark, N. J. 44 
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IF INTERESTED IN THE 


SELLING OF ELECTRICITY 


INTEREST YOURSELF IN OUR 


1907 CATALOGUE 
OF 


PROMETHEUS 


Electric Cooking and Heating Apparatus 


Prometheus apparatus not only offers highest: 
efficiency, great durability, economy of operation, 
lowest cost of maintenance, but also neatness of 
design, excellent workmanship, high finish. 

It attracts the eye of prospective customers, sells, 
stays sold and creates business for you. 


Write for Catalogue to-day. 


THE PROMETHEUS ELECTRIC CoO. 


MANUFACTURERS OF ELECTRIC COOKING 
AND HEATING APPARATUS 


236-238 East 43d Street NEW YORK 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


Protect 
FROM STRAY HIGH TENSION CURRENTS 


WITH THE 


H. & M. Safety Switch 


SOLAR @ Opens instantly when wires are crossed 


with high tension circuits, whether the 
wires are in service or not. 


ELECTRIC COMP ANY q@ Prevents accidents to apparatus and per- 


sons, as starting is impossible until 
cross is detected and removed. 


161-163 South Cana! Street @ Can be set to operate only a little higher 

than regular voltage and will open on 

CHICAGO, ILL. one-five-hundredths ampere of foreign 
current. 


q Isaperfect lightning arrester. 

@ Your customers will be only too willing 
ad to pay for the H. & M. Safety Switch 
when its protection value is explained 
It is the ‘‘ounce of prevention’? which 
Makers of Advertising Signs and does away with danger and damage suits, 
Electrical Specialties, Canteen q Let us send you one on 30 days trial. 
Siew Calis Gas; Money back and we pay expense if not 


wholly satisfactory. 
Lamps, Motorless Flashers, Etc. 
THE F. BISSELL COMPANY 


TOLEDO, OHIO 


SMITHS SIGNS and LETTERS 


REFLECTORS 


OF ANY SIZE, STYLE AND DESIGN 


Patented constructions in METAL, finished in 
ENAMEL, (Japan and Porcelain) 


ATTRACTIONS; Crawling snakes, light- 
ning strokes, fire wheels, etc., 

ORNAMENTAL BORDERS. 

EXCHANGEABLE LETTERS, adapted 
for 

RENTED SIGNS, also for exchangeable 

BULLETIN BOARDS. 

PROGRAM ANNOUNCERS for theatres. 

TRANSPARENT SIGNS. 

ILLUMINATED CLOCKS. 


For proposition and designs write to the pioneers 
of the electric metal signs. 


HALLER MACHINE CO. 


SIGN WORKS 
319 S. Clinton Street CHICAGO 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


What The Economical People 


Propose To Do For You 
In 1907. 


HE Economical Electric Lamp Company has just 
completed arrangements for beginning a strong 
campaign for introducing Economical Turn- 

down Lamps to the public in a practical manner. 

There is no bluff, band-music or brag about this 
campaign. It is sane, sound, sensible advertising— 
the sort that makes sales for the lighting companies 
which are handling Economical lamps. 

To the Central Station manager who is wearied of 
the other kind of advertising, we have a plan that 
will appeal. 

To the Central Station manager who is still un- 
convinced of the value of the turn-down lamp as a 
paying piece of apparatus to push, we have a 
proposition. 

Our Plan is new, but it is laid upon lines that will 
appeal to sensible managers as at once conservative, 
practical and effective. Write us for particulars 
to-day. Two minutes and a two-cent stamp will do 
the business. Don’t procrastinate. 


MORE 


Economical 
Turn-Down Lamps 


Are sold on re-order than of any other make. There must be 
a reason why our customers continue on our books. 
The Economical Electric Lamp Co. 


96 WARREN STREET 
NEW YORK CITY 


In writing to advertisers, mention “Selling Electricity.” 
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Too busy! 


F 


It’s true. Every Electric Light Manager in the country is driven 
to death. 


Keeping a balance between the Public and his Stockholders— 


Juggling six or seven different jobs at once— | ¢ 


Burdened with detail 


Harassed, worried, tormented, annoyed— 

Is it any wonder the manager of the average plant permits his 

advertising and business-getting to go to smash while trying to 

keep up with the more immediate demands of the moment ? 

It is not that business-getting is less important, but that the other 
_ work is more pressing. The remedy is not to drop the adver- 


tising, but to relieve the pressure. 
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APPLIANCE POLICY 


3y FREDERICK BISSELL, PRres., 


Tue F. BissELL COMPANY. 


dealers and jobbers will object to 

any policy which looks toward the 
sale of appliances by electric central 
stations at cost or at but a nominal 
profit. 

Naturally the first objection is that 
it cuts the legitimate dealer out of a 
legitimate profit. 

But there is another—it adds a 
totally unnecessary expense to the 
central station. 

The central station can organize a 
department for selling appliances or 
for giving them away. If successful, 
the lighting company must maintain 
what is actually a retail store whether 
the goods are sold at a profit or given 
away free. It is obvious that big 
plants, which are organized for doing 
big things in a big way, will have 
difficulty in perfecting an organization 
which can do this small work 
economically. The contractor, if he 
is alive, (which is assumed), already 
has his retail organization and incurs 
no extra expense in successfully sell- 
ing appliances. This is not saying 
that the central station can not do it, 
but it cannot do it as cheaply nor as 
well as a concern organized for just 
that purpose. 

It is admitted that such an ap- 
pliance as a flat iron, if given for 
nothing or at a very low price, is pos- 
sibly an attractive bait for many 
people, but it also stimulates the too 
well-founded suspicion that the com- 


4 is to be expected that supply 


pany is not really giving away a flat 
iron without the certainty of reward 
in the sale of current. In the eyes of 
the consumer this magnifies the cur- 
rent consumption and prevents its 
acceptance or restricts its use. That 
is the way most people view a so- 
called “free proposition.” 

The expense and bother from the 
central station standpoint is one not 
exaggerated, as the following example 
shows. In a certain city it has never 
been the policy of the central station 
to furnish appliances of any kind nor 
to do any construction work. Years 
ago when the open series arc lamps 
were used it was customary to furnish 
the lamps and to care for them but 
with the advent of the multiple direct 
current enclosed arcs they refused to 
supply them with the result that every 
consumer in that city owns and cares 
for his own enclosed ares. If any 
station manager will figure out the 
saving he will be surprised at the re- 
sult. Nor was this done at any 
particular reduction in rate for current 
nor was any customer imposed on by 
this policy nor were the arcs limited. 
The activity of the local dealers 
demonstrated that if permitted they | 
could sell arcs and save big money 
for the central station. 

Under threat of competition this 
company did own about thirty arc 
lamps. That is a very small number, 
yet their word is that these thirty arcs 
are more trouble and annoyance than 
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SELLING ELECTRICITY 


all the fifteen hundred lamps on their 
street-lighting system. This is a 
strong statement but they should 
know the correctness of their own 
figures. 

To most minds the loyal support of 
every contractor and his enthusiasm in 
drawing business to the central sta- 
tions is worth to those stations much 
more than any increase in sales of 
current which results from a_ policy 
antagonistic to the contractor. We 
must assume that such a contractor is 
active and that he has sufficient busi- 
ness ability and hustle to assure his 
permanency. This does not mean 
that he need be rich or have large 
capital; merely that he is aggressive 
and capable. If he is not active the 
central station can very easily make 
him so or can suggest to others that 
the field is fertile and not occupied 
and thus produce competition from 
which the central station benefits and 
without expense. 

The friendship of the live contractor 
will keep out more isolated plants than 
can the central station solicitors. In 
many cases they furnish advance in- 
formation of contemplated isolated in- 
stallations and this permits the central 
station solicitor to see the man 


before he buys his own dynamo. 
Then if the solicitor cannot prevent 


the sale it is certainly his fault. 
Generally, almost invariably, he does 
save the customer and the man who 
figures on a private plant will use in 
one week more current than goes 
through a whole army of flat irons or 
other “free” appliances in a year. 

jut suppose a contractor is an- 
tagonistic and urges the installation of 
isolated plants. He usually has the 
confidence of the consumer and can 


offer him many really sound and 
interesting arguments. How long will 
it take for the “free” flat irons to 
consume enough current to make the 
loss good? 

In supplying are lamps, motors and 
other devices which run into money, 
the argument against a “free” policy is 
much more convincing. the 
present prosperous times it is hard to 
get a stock of any apparatus and with- 
out the stock for immediate delivery 
to the customer the argument falls 
flat. If stocks are obtainable, then 
every city of consequence has them in 
the hands of the jovbers and con- 
tractors and the bigger cities often 
carry branch stocks directly under 
the manufacturers’ control. This 
means capital invested by jobbers, 
contractors and manufacturers and 
that apparatus is in the hands of sales- 
men who make their living by pushing 
these stocks into the consumers’ 
hands. They certainly already have 
a sharp enough spur and are hard 
driven by competition and we do not 
see what incentive a central station 
can give by duplicating this work. 

The dealer’s profit in apparatus is 
small at best and the saving to the 
consumer if supplied at cost is rarely 
sufficient to interest him. The dealer 
has overhead expenses which must be 
covered, but so has the central station. 
The dealer, always in the market 
and feeling the necessities of competi- 
tion, is much more likely to get lower 
costs and be better able to quote lower 
prices. Further, doing an exchange 
business, he is able to trade in old 
machines for new—a field not de- 
sirable from the central station’s view 
but very important to them in securing 
the installation of economical ap- 
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SELLING ELECTRICITY 


paratus in place of the extravagant 
units which kill the goose. 

If the central station owns the arcs 
or motors or other current consumers 
it must get pay for them some way, 
and this is all the dealer is doing and 
therefore he is not a deterring factor. 
On the contrary, he is a strong as- 
sistant and works without pay. 

The argument that the station can 
afford to handle apparatus at cost is 
of value to the consumer only when 
that makes his cost less than the 
the dealer’s quotation. Investigation 
shows that, as a general thing, the 
dealer’s price to the consumer is the 
less. This is for reasons given in a 
previous paragraph and can be demon- 
strated. By cultivating the dealers 
the central stations can secure more 
competition and better prices to the 
consumer. This being the avowed 
purpose of the stations, it is the best 
method of obtaining it because the 
quickest and cheapest. 

Owning the apparatus which the 
consumer uses compels the central 
station to scrap it when higher ef- 
ficiency devices appear and the central 
station is just as reluctant to incur this 
expense as is the consumer if he owns 
it. To scrap arc lamps of old design 
and supply modern, to take in new 
arcs and supply the other illuminators 
which are now so popular, to do any 
of the many things which the con- 
sumers who are owners now do under 
the dealers’ persuasion and with their 
help, all this looks like a scrap heap 
to the central station, which is exactly 
what it is, and of very little value and 
makes the manager hold back the 
solicitor and gives the gas company its 
opportunity. 

No man can serve two masters nor 


can two distinct lines of business be 
successfully conducted by the same 
man. One will inevitably suffer. 
The relief is in two organizations, 
each standing on its own feet. These 
two we now have—the dealer and the 
central station—and if any betterment 
of conditions is desired it should be 
along the improvement of each one— 
not the assumption by one, of the 
duties, responsibilities and expenses of 
two. It is the business of the central 
station to make current and sell it, 
and it is the business of the jobbers 
and contractors to furnish the sup- 
plies. The only possible excuse we 
can see for a central station furnishing 
supplies is in a town where there is 
no one else who is properly fitted, or 
can be fitted, to do it and such towns 
are scarce indeed. 

And, after all, did not much of the 
plan originate with manufacturers 
looking for a quick market and is not 
this feature worth some thought? 
This does not effect the jobber, be- 
cause he can and does compete with 
the manufacturer and does sell the 
central station. But friction may 
easily develop and even if the jobber is 
satisfied the contractor certainly is not. 

The entiré intent of this argument 
is that there is more net money for 
central station and dealer if each at- 
tends strictly to his own line. Its ac- 
ceptance will come when it is ‘recog- 
nized that the electrical business in 
its underlying principles is no dif- 
ferent from any other business. They 
are all exactly alike in their main 
features of manufacturing and 
merchandising and when this is re- 
alized and each plays his part it will 
be easier to run this business and, 
most important, it will pay better. 
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heDisplavew 


The Display Room is one of the most important factors in the 
development of popular interest in Electricity. The public is 
willing enough to purchase well-known articles out of a cata- 
log, but it takes good, old-fashioned demonstration to introduce 
a novelty. That is the “reason-why” of the Display Room. 
The people of your city desire to know what electric appliances 
look like; they want to see the wheels go round. Show them. 

In this department will be told each month how Central 
Stations and Electrical Contractors arrange their display 
rooms and demonstrate the advantages of current consum- 
ing appliances. When practicable, such articles will be not only 
fully illustrated, but specimens of the advertising used to at- 
tract attention to the display rooms will be reproduced, to- 
gether with records of what has been accomplished by such ex- 
hibits in focusing public attention upon things Electrical. 


THE TEMPORARY SHOW ROOM 


Of the Narragansett Electric Lighting Company, Providence, Rhode Island. 


R. E. R. Davenport, Sales 
Agent of the Narragansett 
Electric Lighting Company, 
has recently shown us what can 
be done by means of a special display 
and demonstration, backed up by 
judicious and dignified advertising. 
On September Ist, the Narragan- 
sett Company opened a _ temporary 
show-room at 73 Westminster Street, 
one of the leading thoroughfares of 
Providence. This exhibit was care- 
fully and thoughtfully planned, both 
as to the display, demonstration and 
publicity. It was preceeded by 
newspaper advertising, reinforced 
by personal invitation prepared in 
most perfect taste, printed upon 
the best of paper and addressed to 


some eight thousand customers and 
prospective customers. So thoroughly 
was the work of announcing the dis- 
play carried out, that it is estimated 
approximately two thousand people 
visited the show-rooms on the open- 
ing day. It immediately became 
the talk of the town and the results 
were so far beyond the expectations of 
Mr. Davenport that he and his assist- 
ants were considerably embarrassed 
to care for the crowds. 

The show-room was open from 
9:00 A. M. until 10:00 P. M. daily. 
In the windows were given practical 
demonstrations by experienced women 
in cooking, ironing and sewing by 
electricity. Biscuits were baked in an 
electric oven, and given away in small 
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SELLING ELECTRICITY 


pasteboard boxes, as souvenirs. This 
clever conceit added fuel to the flames 
of public interest until, we are credit- 
ably informed, the common salutation 
among all the Providencians became 
“Good morning, have you had your 
electric biscuit ?” 

While the display and demonstra- 
tions were intended primarily to 
arouse interest and spread informa- 
tion concerning the various appliances 
displayed, the practical side of the 
display room was not overlooked. 


THis 
u 
Sanco wy of 
ELECTRICITy 


The Electracalty Baked Biscuits. 


Orders were taken in large numbers 
for the installation of flat irons on 
thirty days free trial, and every en- 
deavor was made, and successfully, 
to close immediate sales of miscel- 
laneous heating appliances, sewing 
machine motors and other apparatus, 
oiders being handled chiefly through 
contractors. Of the display, Mr. 
Davenport writes :— 

“The young lady demonstrating the 
flat iron supplied the things for the 
ironing, such as her handkerchiefs, 
light waists, etc. During the first 
month, we baked over a_ thousand 
biscuits, which were distributed in 
pasteboard boxes on the top of which 
was printed, “This biscuit baked 


by electricity. Narragansett Electric 
Lighting Company,” ete. The flour 
was supplied by a local firm free, who 
also paid two-thirds of the expense of 
the demonstrator. Demonstrations 
were also given of polishing silver- 
ware by an electric motor, and at 
present, we are demonstrating the 
Waffle Iron, having discontinued bak- 
ing biscuits. In a few days, we ex- 
pect to demonstrate the Coffee Perco- 
lator, and later, the Chafing Dish, etc., 
finding it desirable to change the 
demonstration in order to keep the 
public interest aroused. 

“In the other show window, we 
have allowed the Columbia Phono- 
graph Company to demonstrate their 
electrically driven Commercial Graph- 
ophone. This feature has attracted 
crowds of people, and while, from 
the Central Station standpoint, it is 
not a good revenue producer, it gives 
a variety which we have found neces- 
sary to stimulate interest. 


The Demonstrator Baking Biscuits. 


“The Gray Telautograph was dis- 
played in one window until it failed 
to attract attention, and at one time, 
in one of the windows, we had the 
largest Holophane Hemisphere made, 
arranged with self-flashing colored 
lamps. This was allowed to burn all 
night, and would attract the attention 
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SELLING ELECTRICITY 


of the passer-by to the window after 
the premises were closed and all other 
lights extinguished. In another place 
in the window, a winking Owl was 
left burning all night. 

“Throughout the store, different 
methods of lighting were shown, such 
as window lighting, 
decorative lighting, and general il- 
lumination. Also, different styles of 
fixtures were on exhibition, for the 
home, store and office, and a very 
complete line of portable lamps, 
ranging in prices from $5.00 to 
$200.00 each. All of these fixtures 
were lighted from 
closing time.” 

In connection with this display, 
small but aggressive campaign of 
advertising was inaugurated which, 
of course, had a great deal to do with 
the results attained. This point is 
emphasized because it is believed that 


store lighting, 


opening until 


| ELE | 


fully one-half of the interest aroused 
was due to the advertising and had 
not this advertising been used, it is 
certain that the exhibition would have 
attracted but cursory interest. 
Beginning with the invitations 
above noted, the advertising consisted 
of pasters attached to the month's 
bills, newspaper announcements, and 
a single circular on the free trial offer 
of electric flat irons. Five thousand 
of the pasters were stuck on to all 
customers’ bills. About twenty-five 
hundred of the free trial circulars, 
with stamped postcards for reply, 
were mailed direct to residence 
customers. The newspaper adver- 
tisment for the greater part, was used 
in outlying towns, the space employed 
being 5” deep and 3 columns wide. 
The figures supplied by Mr. Daven- 
port as to results are more than ordi- 
narily interesting. He states that his 


The crowds watching demonstrations in windows. 
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direct returns on this advertising 
amounted to 2% per cent. of the 
quantity mailed. From September Ist 
to October Ist, about five hundred six- 
pound flat irons were installed on 
thirty days free trial, of which 
number the company estimated fully 
90 per cent. would be retained. 

Mr. Davenport states, “I am not an 
ad. writer,’ but the cleverness and 
conciseness of this material combined 
with the extraordinary returns which 
it brought, leads us to believe that 
he has talents in this direction far in 
excess of many of the so-called “pub- 
licity experts.” 

The exhibit of the Narragansett 
Company is an excellent example of 
what can be done in the temporary 
show room, and it is a question 
whether such exhibits arranged at 


One of the exhibition spaces arranged as a dining room. 


intervals are not better than a perma- 
nent display room, in which the 
novelty is permitted to wear off as the 
dust accumulates on appliances dis- 
played. The temporary exhibit offers 
an opportunity for bottled-up enthusi- 
asm, push, vim and a modicum of 
circus methods. For such.an exhibit, 
one is permitted to “whoop it up” in 
a manner impossible where the display 
is permanent. This means more 
practical and quicker response upon 
the part of the public. It permits of 
arousing enthusiasm and making sales 
while that enthusiasm is at white heat. 
As against the permanent exhibit, in 
which appliances are permitted to be- 
come shop-worn and dusty and dis- 
connected, temporary exhibits such as 
that of the Naragansett Company are 
in every way to be commended. 
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to go into the details and systems 
incident to running the office end 
of the contract department; only to 
put before you schemes and methods 
for obtaining new business, which 
have met with success in a number of 
localities. This success, it is well to 
state, has been varying. Propositions 
may fail in one district, while in 
another may prove eminently success- 
ful. The only basis of judgment is 
experience. Try a few until you find 
those which suit your local conditions ; 
in any event, be satisfied with the 
results obtained. If not successful in 
one district of the city, try it over 
again in another section. 

Before going further, it is well to 
state that the duty of the contract 
department is to make “everything 
electrical,’ not overlooking any pros- 
pect, however small. The contract 
agent must create a demand for the 
commodity of the C. S. because, as we 
all know, “juice” must be treated as 
any other item of commerce. We are 
here to sell it, to promote its increased 
use, to create a larger demand for it, 
to compel the unwilling or the indif- 
ferent to learn of its comfort, con- 
venience and power. Inasmuch as we 
are here to get results, less talk and 
more work is required. Office systems, 
in fact, systems of all kinds, are a 
grand thing, but light and power 
business cannot be secured sitting in 


[ is not the intention of the writer 


SCHEMES THAT HAVE WORKED 


sy JOHN G. LEARNED, Contract AGENT, 


Nortu SHoreE ELeEctric Co. 


the office attending to routine. Re- 
sults are what we are after; therefore, 
we must be up and out after the busi- 
ness early and late. 

It is fair to assume that the Central 
Station has obtained the cream of the 
business, and that it is now necessary 
to solicit business, owing to the fact 
that “natural” increase is decidedly 
too small. 

It is absolutely necessary at times 
for the Central Station to maintain a 
wiring department, but it should also 
encouragé private parties to go into or 
become more aggressive in the wiring 
business. The more competition you 
have in the wiring business, the 
quicker your load will grow. Throw 
wiring jobs to the local man. It pays. 
Induce the man selling appliances to 
visit your territory. This also pays. 
If feasible, get all and any firms hand- 
ling reliable electric appliances to soli- 
cit in your community. They are all 
working indirectly for you. The 
connected load is increased; the in- 
come is increased. You are selling 
current; let the other fellow sell the 
appliances and take his profit. The 
current revenue is perpetual. 

We all know that the resident 
hesitates to have his home torn up, as 
he thinks it will be, (and sometimes is ) 
in order to install electric light wiring 
and fixtures. Again, the expense 
often prevents him from taking this 
step to comfort and convenience. 
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When this seems true it is a good 
scheme to give the resident prospect a 
cost estimate for wiring his place. 
We find that by offering to put in 
wiring and fixtures at cost on monthly 
installments, we have secured a very 
large number of old houses which, if 
it were not for this proposition, would 
still be using antiquated methods of 
illumination. Right here it is well to 
note that it is the old residences which 
need the most attention. New ones 
of the better class, will, as a matter of 
course, take care of themselves, for it 
is a comparatively easy matter to in- 
duce a man building a new home to 
have it wired. 

Experience has taught us that wir- 
ing for a porch light at cost has been 
the means of securing on our service a 
very large number of customers. 


' Sixty customers were secured on this 


proposition out of 275 people ap- 
proached by a circular letter. This, it 
will be admitted, is a very large per- 
centage. The cost of burning a porch 
light is nominal and rarely runs over 
75 cents or $1.00 per month. At first 
sight you may think it does not pay to 
put in service for one lamp. It does. 
It is only a short time before the entire 
house or part of it is wired, and using 
electricity. 

Another proposition for old resi- 
dences is to wire for six outlets at a 
concessional price of the actual cost, 
the outlets mentioned to be placed as 
per the direction of the consumer, with 
restrictions according to the conditions 
existing in a particular locality. Six 
outlets will give the customer a chance 
to try the lights and invariably has led 
to putting on additional lights. This 
proposition was offered to about 600 
old residents out of which 53 re- 


sponded and 23 were secured to the 
service. This is considered a small 
percentage. 

The average man is always ready to 
accept something which, apparently, 
is free. Therefore, for a_ period 
of three months make a standing offer 
to allow $25.00 worth of current free 
to any resident who wires his home 
for a certain number of lights during 
that period, said free current to be 
used within a specified time. The re- 
sults from this offer were very gratify- 
ing, in fact, flattering, as about 40 old 
houses which, before making the offer, 
were almost impossible to reach, 
readily came on the service. 

The following very attractive propo- 
sition was offered to a selected list of 
about 200 residents who occupied their 
homes :— 


To the residents of your section who 
own their own homes, and who have con- 
siderable investment in them, we are mak- 
ing the following very attractive offer: 


We will bring our lines to your premises, 
install our service, and, at your direction, 
wire for not to exceed six, single electric 
light outlets, entirely free of cost. 

We would suggest a light for the ftont 
porch, controlled by a switch in the vésti- 
bule; one in the library for a reading lamp ; 
one in that dark clothes closet will elimi- 
nate all possible danger of fire, and one in 
the furnace room controlled by a switch at 
the head of the stairs. 

All we wish is, that you agree to use 
electricity for burning the lamps for two 
years, and that your monthly bill will’ be 
at least $1.00. 

It is our intention to make but ONE 
HUNDRED of these installations, and the 
first one hundred applications we receive 
will obtain this wiring free of cost. This 
involves an expenditure of a very consider- 
able amount of money on our part, and if 
at any time you conclude to equip your 
premises throughout for the use of electric 
light, it will make a very material saving 
in the expense. 

The enclosed postal, card, with your 
name and address, mailed to us, will bring 
our representative who will be pleased to 
give you full information on the subject. 


Yours very truly, 
Contract Agent. 
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Seventy responses were received to 
this letter out of 200 prospects, and, 
as a result, the C. S. was successful 
in securing 47 old residences, all of 
which prove to be very good 
customers, as their bills for eight 
months, averaged about $3.50 per 
month. The average cost of wiring 
of the above houses mentioned was 
about $20.00. 

The foregoing are a few of the 
schemes which have been used with 
success in obtaining old houses on the 
system. A new proposition will 
always bring in a few of the old 
residences. 

Most towns have a few tenements 
and flat buildings,, and we find it a 
task to obtain this lighting. It is 
good policy to have them wired at 
almost any cost, having the halls 
wired separately from the flats. This 
being done the rest is comparatively 
easy. As a rule, tenants in flat 
buildings are very good customers; 
easy to secure and easier to hold. In 
order to permanently secure and hold 
the hall lighting, the C. S. should al- 
low the owner a special commission, 
in the form of a discount on his hall 
lighting, this discount depending 
upon the number of customers in the 
building which use the service. As 
a result of this proposition, the owner 
or agent of the building becomes in- 
strumental in having a backward 
tenant use light. This proposition 
also applies to office buildings. In 
this connection it is important for the 
district solicitor to win the co-opera- 
tion of the janitor of such building, as 
he will be of great value in securing 
flat customers. He is on the ground 
with the prospective customers at all 
times and a word from him goes a 


long way in convincing the prospect 
that he should use electric light. 

The problem of securing store busi- 
ness we are ready and willing to admit 
is a very difficult one. Many schemes 
and methods have been tried. 

It is easiest, perhaps, to start the 
wayward store customer using elec- 
tric light, by first getting him in- 
terested in lighting his windows. To 
him, window lighting will at first seem 
to be a matter of experimenting. In 
order to show him that it is not an 
experiment, but an absolute business 
necessity, and to prove that you have 
confidence that he will continue to use 
electric service, after he has given it 
a fair trial, offer to wire his windows 
free of charge. You may hesitate to 
do this. Have courage. It is a good 
business. A well lighted window is 
not only an advertisement for the 
store-keeper, it is also the best adver- 
tisement the Central Station can 
obtain. The income is good, as the 
store-keeper, as a rule, is a long-hour 
user. Induce him to use the light in 
his windows after he has closed the 
store. Teach him the why and how— 
how to light windows, and why, 
because it is his best advertising in- 
vestment. Impress upon him the 
necessity of showing his goods under 
the most favorable conditions. Space 
will not permit giving an illustration 
of the modern methods of window 
lighting. Some differ. The writer 
considers trough reflector window 
lighting the most advantageous. 

The lighting of the interior of the 
store follows as a natural result after 
the window installation. Each and 
every place requires special attention. 
In those districts where you find it 
will pay to maintain patrol service, 
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install arc lamps on a flat rate basis. 
Furnish standard arc lamps and do the 
wiring, both for flat-rate service and 
also on meter basis when a special 
monthly minimum guaranteed. 
Experience has taught us that arc 
lamps are most satisfactory for space 
lighting and that a large amount of 
well-paying business has been secured 
by doing free wiring for arcs. Special 
attention should be given to the dis- 
tribution and maintenance of arcs. 

One branch of the electric lighting 
business too often neglected is signs. 
Do not hesitate in pushing it. It 
means big revenue and is a good 
advertisement. Start rightly, hanging 
a sign in front of your office, also one 
or two in other portions of the town 
to advertise your business. If you 


show the public that you believe in 
signs, they will follow suit, and you 


will find that the sign business will 
grow. Adopta standard size. There 
are several companies that now make 
a specialty of furnishing Central 
Station companies signs at reasonable 
prices, which may be used time and 
time again. Signs furnished free to 
the customers have been the means of 
securing a vast amount of business. 
By free, the writer means that the 
signs are furnished, hung and con- 
nected without expense to the consu- 
mer, under a special contract whereby 
he agrees to use a certain amount of 
current each month. If patrol service 
is convenient, furnish the sign on pa- 
trol basis. If not, on meter basis. 

It should be the ambition of every 
Central Station manager to run day 
service, providing he can see his way 
clear to make it pay. It is admitted 
that, in some cases, it would not pay, 
but assuming that the Central Station 


is operating in a town having a 
number of small factories, the Central 
Station manager should not hesitate 
to furnish day service. In order to 
make it pay, a power load is neces- 
sary. Time and space will not per- 
mit giving the minute details neces- 
sary to building up a power load, but 
a competent, ceaseless worker in the 
field to thoroughly canvass the entire 
community will get the business. It 
is often surprising to learn the 
obscure places power service may be 
installed. Sell motors at cost, or as 
near cost as possible. Sell them on 
time. If necessary, rent them. Place 
a motor on trial, in fact do anything 
and everything to obtain the consent 
of the consumer to take power 
service. The writer does not know 
of one case in his territory in which 
the service was removed on account 
of the inefficiency thereof. Con- 
vince the customer that electricity is 
the proper and only power for him. 

The time has arrived when the 
Central Station should be active in 
placing electric appliances among its 
customers, such as flat-irons, ete. 
The electric flat-iron seems to take 
best because it is an article which is 
in general use. There are several 
methods of placing them with the 
customer. Thirty days free trial 
seems to give satisfaction. 
Recently, in a small community, 37 
irons were placed out on 30 days free 
trial and only two were returned. 
The following is a circular letter sent 
to a few customers, return postals 
being enclosed. 


“You use electricity for lighting because 
you know its many advantages, but you do 
not use it all the comfortable ways you 
could or should. We have at least a dozen 
inexpensive appliances that should be in 
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every household. They add to your com- 
fort and convenience. You have really no 
idea how much until you have used them. 

I should like the privilege of sending to 
your home, for your inspection, any of our 
household electric appliances. First, I 
wish to send you a standard six pound elec- 
tric flat-iron on trial. Try it for thirty days 
and if it does not suit you return it. You 
are under no obligation to buy. This is the 
only way to prove to you the extreme con- 
venience, simplicity and economy of this 
up-to-date household necessity. Use the 
enclosed postal card saying when [| shall 
send you one. You will be under no obli- 
gation to do anything more than look at it, 
and should you think you do not wish to 
keep it (for trial) we will return it with- 
out argument.” 


Another good scheme is to have a 
young lady call at residences and 
demonstrate the various electric ap- 


pliances which you carry. Make it 
easy for the customer to secure them. 

In conclusion, it may be said again 
that systems and schemes are fine, but 
require work to make them success- 
ful. Business is what we are after. 
Have all employees of the contract 
department up, out and doing, aggres- 
sive at all times, courteous beyond 
criticism, and at all times laboring to 
inspire confidence in the public. Con- 
fidence is what signs contracts; and 
signed contracts are what we are 
after. The motto of the Central 
Station company should at all times 
be ‘‘a square deal to the public.” 


HELECTRICITY.” 


Customer—Ou, 


DO YoU? 
Punch. 


Waiter—Yers, SIR; WE'RE VERY HUP TO DATE “ERE. WE COOK HEVERYTHINK BY 


THEN JUST GIVE THIS 


STEAK ANOTHER SHOCK.— 
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HAND BOOK HINTS 


Ten Hanpy ARGUMENTS FOR THE SOLICITOR. 


of open flame illuminants, it is 

interesting to note that 16 c. p. 
equivalent in tallow candles vitiates 
atmosphere equal to the breathing of 
twelve adults; the same light from 
kerosene oil causes viation equal to 
seven adults, and from ordinary gas 
burner, to five adults. A single 50 c. 
p. Welsbach causes vitiation equal to 


three persons. 


fe talking the unhygienic qualities 


The following table, giving the 
comparative reflection values of dif- 
ferent colored papers, will be found 
useful in laying out a lighting installa- 
tion where the decorations are not 
likely to be radically changed. 

White enamel 

Yellow wall paper 

Yellow painted wall 

Pink paper 

Green paper 

3rown paper 

Red paper 


Where a building is supplied with 
power from a single engine, the power 
being distributed from floor to floor by 
belting, it is safe to estimate that 
thirty per cent of the power consumed 
is wasted in the transmission. It has 
been known to run from fifty to even 


seventy per cent. 


When a wood-working shop kicks 
on its current bills, look carefully into 


Dull cut- 
easily double the 


the condition of the knives. 
ting edges can 


amount of energy required for a given 
amount of work, over what it would 
be were the knives sharp. 

A difference of 5 per cent in the 
working efficiency of a one horse 
power motor, operating 3120 hours 
per year, and. with current at five 
cents per K. W. hour, will amount to 
a dollar per month on the current bill. 

A gas engine may deliver power 
cheaperthanan electric motor, buthow 
about first cost, weight, cleanliness, 
noiselessness, ease of manipulation, 
freedom from repair, reliability, safety, 
insurance, and cost of attendance? 

About 56 per cent. of the light 
emitted by a Welsbach burner is given 
out above the horizontal—in other 
words over half of this light is wasted 
in illuminating the side walls and 
ceilings. pi 

There are twenty-three different 
makes of sewing machines to which 
electric motors can be attached. 
Don’t worry for fear you'll run into 
number twenty-four. 

In the first one hundred hours, the 
average Welsbach mantle deteriorates 
not less than 20 per cent; in three 
hundred hours it falls off about 33 per 
cent. * * * 

At ten cents a K. W., it costs about 
1/10 cent per pound to grind coffee in 
a direct connected coffee mill of good 
design. 
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CALENDARS AS ADVERTISEMENTS 


By J. F. HAWKINS. 


HE principle argument in favor 

of calendars as an advertising 
medium is that they are pre- 

served and constantly referred to. 


For this very reason the opportunity. 


to use the advertising space on them 
to convey some message, other than 
the name of the concern distributing 
the calendars, should not be neglected. 

An illustration of how this can be 
done, to the best advantage is shown 


ELECTRIC LIGHT 


RE you using Electricity properly ? 
Have you the proper candle- 
power lamps, the shades of 

proper reflective or concentrative power ? 
Have you Electric Lamps in closets 
and hallways connected to switches, 
so that waste will not occur and con- 
venience be obtained ? 

Have you a decorative lighting outfit 
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for use on the Christmas tree or table ? 

Are you taking advantage of our thitty- 

day free trial offer of an Electric Iron, | 
Coffee Pot, Stove, etc. > 


The fact that Electricity is in use on your 
premises gives you a tremendous advan- 
tage over your neighbor, if you would 
but use some of the many Electrical 
Utensils at your disposal. 


Read our free trial offer in the Bulletin 
for September, and then send for us. 


THE PHILADELPHIA 
ELECTRIC COMPANY 


TENTH AND SANSOM STS., PHILADELPHIA 


in the re-production here given of 
two of the quarterly calendars used by 
the Philadelphia Electric Company, 
last year. These calendars in the 
original were 6-4” x3-'%”", printed in 
two colors, and were very attractive. 

The illustration on this page bore 
in the blank space the following: 
“Electric conveniences in every form. 
May we serve you?” The picture 
itself is suggestive of the convenience 
of the electric chafing dish. 


In the next cut is depicted the 
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cleanliness and simplicity of electric 
power. The text on this was: 
“Electric Power, with current from 
the Central Station—The Modern 
Method.” 


1906 1900/1906 1906] 1906 
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On the reverse side of each calendar 
was clear, terse copy in keeping with 


the illustration on the front. An ex- 
ample of this is reproduced herewith, 

H. K. Mohr, Manager of the 
company’s Advertising Bureau, states 
that the calendars were not sent out to 
non-consumers, but were enclosed 
with the bills of regular customers, 
the purpose being to suggest ad- 
ditional uses of electric current. 

It was also his belief that a neat 
little calendar of this sort would serve 
to augment better feeling between 
the company and consumer. 

While calendars are used by a great 
many central stations, in most 
instances they are selected from a 
calendar salesman’s samples with 
reference only to the beauty of the 
picture printed on them, and convey 
no message other than the name of 
the company. 

It is questionable, taking everything 
into consideration, whether the cost 
of original calendars such as those of 
the Philadelphia Electric Company is 
any greater than those of the high- 
art, ready-made variety. Even should 
this cost be somewhat higher, it is 
money well and profitably spent, con- 
sidering the possibility of larger and 
more direct returns. 


the value of both. 


Salesmanship is of two kinds—paper and personal. The first we 
call advertising; the second, soliciting. Each has its place in the 
development of central station business, and who so would decry the 


one or exalt the other shows himself lacking in a proper appreciation of 
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CO-OPERATION WITH THE CONTRACTOR 


HILE there is much justice in 

\ X / the contention raised against 
the C. E. D. A. by the of- 

ficial journal of the National Electrical 
Contractors Association, to effect that 
no thorough co-operation can afford to 
overlook the contracting interests, it 
is to be noted that the article calling 
forth these objections was not, in any 
sense, the expression of belief upon 
the part of the Co-operative Associa- 
tion, but of Mr. Seelman, advertising 
manager for the Brooklyn Edison 
Company. As the “National Elec- 
trical Contractor” states the case, Mr. 
Seelman opines, in effect, that the con- 
tractor is of so little importance that 
the central station management can 
afford to ignore him. In another 
place, he is quoted as expressing the 
opinion that electrical appliances such 
as heating apparatus can best be sold 
at cost by the lighting company, and 
that the co-operation of such con- 
tractors, dealers and others as might 
carry such goods in stock for sale, at 
a legitimate profit, is wholly valueless. 
The contractor is right in objecting 
strenuously to the spreading of such 
views. At the same time, he must re- 
member that these are the alleged 


private views of Mr. Seelman, issued 
under his name and are in no wise the 
convictions of the Co-operative As- 
sociation. 


If evidence were needed in support 
of this statement, we need only turn to 
the booklet issued by the same associa- 
tion, presenting the paper of Mr. J. 
M. Robb, of Peoria, in which the 
following will be found: 

“Make your selling prices for ap- 
pliances bring you the same rate of 
profit a dealer would expect, but 
scrupulously put into advertising or 
soliciting every cent of such profit. 
This practice will encourage dealers to 
handle electrical appliances. Co- 
operation is what you need, and the 
more people in your territory who can 
be induced to push electrical ap- 


-pliances, the better it will be for you. 


The practice of selling appliances at 
cost or less than cost, further has the 
tendency to confirm the popular 
opinion of the profits from the sale of 
the current. Then, too, many people 
measure the value of an article by its 
price and emphasizing the low price of 
what you are selling depreciates it 
to them. 


“Selling electrical appliances is 
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more a matter of salesmanship than 
price.” 

If the objections raised in the 
“National Electrical Contractor” were 
restricted to that organ, we might 
hope that the furor would die down, 
but the point has been seized upon by 
so many that it is well to go further 
into the discussion and demonstrate 
that the.idea of the Co-operative As- 
sociation is of co-operation and not 
antagonism. 

In the main, it may be said that 
the Central Station’s attitude is local 
rather than general. We believe no 
one will deny that the majority of 
lighting companies are almost un- 
pleasantly independent, and that the 
greater number of electrical con- 
tiactors are small men in a business 
sense, and are so considered. That 
the electric light company should 
stoop to co-operate with what it con- 
siders “small fry” is not natural. 
That the electrical contractor should 
take a large and broad minded view of 
the situation is also hardly to be ex- 
pected. It is easy enough for the un- 
prejudiced to see wherein both sides 
err, but it is also apparent even to the 
outsider that more can be gained 


both immediately and ultimately by 
close relationship than by the adoption 
of a short-sighted policy of antagon- 
ism. The house-organ of the Emer- 
son Electric Manufacturing Company 
sums up the situation thoroughly and 
well in the following statements : 

“To the uninitiated, the desirability 
of co-operation between contractors 
and central stations seems almost self- 
evident. It is reasonable to suppose 
that the results of co-operation with 
experienced contractors, working in 
harmony for the sale of apparatus, 
fixtures and wiring, would be most 
gratifying to the central station. It 
would certainly gain the good-will of a 
closely affiliated fraternity, which is 
something that a public service cor- 
poration cannot now afford to ignore. 
In addition such co-operation would 
place the contracting and supply busi- 
ness on a sane and healthy basis and 
give it an impetus which should carry 
it much farther than a little fugitive 
advertising and forced sales at low 
prices. The practice of selling at 
cost is ever a pernicious one, as it 
educates the public to undervalue the 
cost of apparatus, and necessitates a 
higher rate for current consumed.” 


STANDARD SYMBOLS FOR WIRING PLANS 


A move in the right direction by the National Contractors’ Association 


plans, as prepared and adopted 
by the National Electrical Con- 
tractors’ Association, are deserving of 
the widest publicity. The value, even 
necessity, of such standardization is 
ably set forth in the following ex- 


Ts Standard Symbols for wiring 


cerpts from circular issued in con- 
nection with the chart :— 

“We do not think it necessary to 
enlarge on the value to the profession 
and trade of a universal use of these 
Symbols. In the past a great deal of 
confusion and many mistakes have 
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STANDARD SYMBOLS FOR WIRING PLANS 


AS ADOPTED AND RECOMMENDED BY 


The National Electrical Contractors’ Association 
of the United States 


Ceiling Outlet, Electric only. Numeral in center indicates number of Standard 16 C. P. Incandescent Lamps. 

Ceiling Outlet; Combination. } indicates 4-16 C. P. Standard Incandescent Lamps and 2 Gas Burners. 

Bracket Outlet; Electric only. Numeral in center indicates number of Standard 16 C. P Incandescent Lamps 
Pracket Outlet; Combination. 4 indicates 4-16 C. P. Standard Incandescent Lamps and 2 Gas Burners. 

Wall or Baseboard Receptacle Outlet. Numeral in center indicates number of Standard 16 C, P Incandescent Lamps. 
Floor Outlet Numeral in center indicates number of Standard 16 C. P Incandescent Lamps. 


Outlet for Outdoor Standard or Pedestal; Electric only. Numeral indicates number of Stand. 16 C. P. Incan. Lamps. 
Outlet for Outdoor Standard or Pedestal. Combination. { indicates 6-16 C. P. Stand. Incan. Lamps; 6 Gas Burners. 
Drop Cord Outlet. 

One Light Outlet, for Lamp Receptacle. 

Arc Lamp Outlet 

Special Outlet, for Lighting, Heating and Power Current, as described in Specifications. 

Ceiling Fan Outlet. 

S. P. Switch Outlet. 

D. P. Switch Outlet 

3-Way Switch Outlet 

4-Way Switch Outlet. 
Automatic Door Switch Outlet. 
Electrolier Switch Outlet. 


Show as many Symbols as there are Switches. Or in case of a very large g roup 
of Switches, indicate number of Switches by a Roman numeral, thus; S' XII, 
meaning 12 Single Pole Switches. 

Describe Type of Switch in Specifications, that 1s, 

Flush or Surface, Push Button or Snap, 


Meter Outlet 
Distribution Panel. 
Junction or Pull Box. 
Motor Outlet; Numeral in center indicates Horse Power. 
Motor Control Outlet. 
Transformer. 
Main or Feeder ran concealed under Floor. 


SUGGESTIONS IN CONNECTION WITH STAN- 
M Feeder run concealed under Fi: bov 
DARD SYMBOLS FOR WIRING PLANS. 


Main or Feeder run exposed 
Branch Circuit run concealed under Floor. Indicate on plan, or describe in 
specifications, the height of all out- 
lets, located on side walls. 

It is important that ample space 
Pole Line be allowed for the installation of 
mains, feeders, branches and distri- 
bution panels. 

: It is desirable that a key to the 
symbols used accompany all plans. 

If mains, feeders, branches and 
Bell Outlet. distribution panels are shown on the 
plans, it is desirable that they be 

Push Button Outlet; Numeral indicates number of Pushes. 
Annunciator; Numeral indicates number of Points. 
Speaking Tube. 
Watchman Clock Outlet. 
Watchman Station Outlet. 
Master Time Clock Outlet. 
Secondary Time Clock Outlet. 
Door Opener 

(3 — Special Outlet, for Signal Systems, as described in Specifications. 
O00 Battery Outlet. 


Branch Circuit run concealed under Floor above. 
Branch Circuit run exposed. 


Telephone Outlet; Public Service. 


Circuit for Clock, Telephone, Bell or other Service, run under Floor, concealed. 
is Kind of Service wanted ascertained by Symbol to which line connects. 

Circuit for Clock, Telephone, Bell or other Service, run tnder Floor above, concealed. 
ce Kind of Service wanted ascertained by Symbol to which line connects. 


NOTE—If other than Standard 16 C. P. Incandescent lamps are desired, 
Specifications should describe capacity of Lamp to be used. 


Copyright 1906 by the National Electrical Contractors’ Association of the United States: 
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occurred in the wiring of buildings, 
entirely through lack of understand- 
ing the meaning of the various 
symbols used on wiring plans, and we 
hope you will welcome these standard 
symbols and suggestions and use them 
in preparing your plans. 

“By so doing you will help to make 
them standard, so that when the Con- 
tractors see them they know what to 
estimate on; and when the wireman is 
handed a set of wiring plans, he will 
know exactly what is wanted, and will 
not have to ask the usual questions. 
By constant use of these symbols, all 
will come to know them by heart. 

“We appreciate that these symbols 
will conflict with some of those now 
in use; but after all, the particular 


shape of the symbol is not an im- 
portant factor so long as it is reason- 
ably simple; and in designing the 
system, this point was carefully con- 
sidered, and the symbols most used 
will be found easy of execution; and 
those generally in use have been 
adopted as far as possible.” 

_ The chart is reproduced herewith 
by permission of the Contractors’ As- 
sociation. It is issued in substantial 
form, on hezvy card with eyelet to 
admit its being hung upon the wall. 
The Association expresses its willing- 
ness to supply copies to interested 
parties free of charge upon application 
to W. H. Morton, Secretary, 94 
Genesse St., Utica, N. Y. 


BUSINESS-GETTING FOR CONTRACTORS 


In the recent publicity given to ways and means employed by Central 
Stations to advertise and get business, too little attention has been paid to the 
Electrical Contractor. What is he doing? How is he advertising? What 
methods is he using to take advantage of the publicity which, in many localities, 


the Lighting Company is using? 


It must be evident to any live Contractor that when the Central Station 
spends money for advertising and business-getting, he is the one who should 
most directly benefit thereby. But he cannot benefit unless he “gets into the 
game” and shapes his course to coincide with that of the Central Station. 


How best can he do this ? 


Since it must be evident that different methods must be used in different 


localities, SELLING ELECTRICITY 


will endeavor to ferret out and 


present the schemes used by clever Contractors in getting business. .In this 
work we solicit co-operation. What have you done? Will not some of your 
ideas be valuable elsewhere, to other men, without detracting from their value 


to you? 


Just as one candle can be used to ignite many candles, without in any 
degree losing its own brilliancy, so one idea, passed along to your brothers-in- 
trade, will help them without harming you. Send in your ideas. How do 
you advertise?—how solicit? What is your system of handling business? 
What “wrinkles” do you employ to save expense or time, or to increase profits ? 

Business-getting, profit-making ideas are wanted by Contractors every- 


where. Will you not send inYOURS today? 
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Enthusiasm, determination, hustle—those are the qualities 
that make the successful solicitor. Whether you are the only 
solicitor in your company, or one of a large corps, the de- 
velopment of these qualities means greater success, morc business, 
more pay. Every ambitious solicitor can get inspiration from 
these talks, because they come from a man who knows what it is 
to get out and hustle nine hours a day in the face of discourage- 
ment, Every manager or contract agent should see to it that his 
men read these talks, because they are written by a man who has 
developed a great soliciting force through the medium of just 
such “ginger.” The more business a solicitor gets, the more profit 
to all concerned. To get business requires enthusiasm, determina- 
tion, hustle. These will be found in abundant measure in the new 
series of Tabasco Talks which start with this issue. 


SYSTEMATIZE YOUR EFFORTS 


A Straight Talk on Using Brains in Business-Getting 


LAN your work; work your 
plan. 

That is the double-barrelled 
principle by which every successful 
man has lifted himself into place and 
power and prosperity. The success- 
ful man of this year of grace is the 
man who knows what he wants to do, 
knows how he wants to go about 
doing it, and then—does it. He may 
not appear over bright; he may seem 
never to work or worry; he may play 
golf or shoot craps or strive for dex- 
terity with the billiard balls, but mark 
this—he knows just what he’s about. 

He has planned his work. 
He is working his plan. 
The only reason we have any bosses 
in this world is because most of us re- 
quire somebody to do our thinking for 


us, and when they’ve done the think- 
ing—the planning—we are too care- 
less or lazy or indifferent to do things 
the way they’re laid out for us, and 
the boss has to stay around to see that 
the plans are worked. 

Isn’t that true? 

OW does this apply to soliciting? 
I'll tell you. 

There was a chap not so long ago in 
charge of the contract department of 
a pretty big company. He knew his 
business in all but one particular. 
Knew it so well that when somebody 
offered a big prize for an essay on 
“How to Run a Contract Depart- 
ment,’ he was Johnny-on-the-spot 
with a paper that made the committee 
sit up. He knew the business all 
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right, but—he was fired for ineffi- 
ciency. He could plan his work, but 
he couldnt work the plan. 

Success consists in knowing what 
you want to do and then doing it. 

This chap I’m telling you about 
knew in a general way what to do; 
but he didn’t do it. 

Most people are that way. They 
have good ideas—theories—intentions 
—but they don’t put them into prac- 
tice. They can’t apply the abstract 
principle to the concrete job in hand. 

There’s a whole lot of difference 
between knowing how a thing ought 
to be done, and knowing how to do it. 

VER go to a ball game? Ever 
notice the fat loafer in the 
second row near the end of the right 
field bleacher? He can tell any man 
on either team just how to play his 
position with a percentage of .1009, 
but could he do it himself? Not ina 
lifetime. The only way he could 
catch a fly would be to open his 
mouth. He is there with the sage 
advice, he can tell you how he used to 
eat ‘em alive in the Sand-Lot League, 
but when you ask him why he’s not 
in “fast company” he comes back with 
a tale of woe about luck or lack of 
influence or somebody being down on 
him. 

But it wasn’t that. It was simply 
because, when he got into the field 
and needed a clear head and a real 
KNOWLEDGE of the game, and the 


ability to apply that knowledge, he 

was found lacking. He couldn’t 

make theory and practice work to- 
gether in double harness. 
+ 

Y talking to you is all wind-jam- 

ing unless you learn to combine 

my hints with your hustle. I can plan 

the work in a general way, but you’ve 

got to work the plan in an individual 

way. You've got to learn to applv 

theories to the job in hand. 

It isn’t enough that you know how 
prospects ought to be approached, 
how installations ought to be figured, 
how objections ought to be met, how 
tact and perserverance and grit and 
good hard work ought to be employed 
to turn prospects into customers— 
you've got to know how you, indi- 
vidually, can do it. You’ve got to 
make the plans I shall give you in 
these talks fit your personality; my 
brains help your business; my ideas 
assist in solving the individual 
problems you are going out to face. 
Everything I am going to suggest 
won't apply to every prospect you ap- 
proach—not by a good deal. But 
some of them will apply to some of 
the prospects. 

Which apply where? That’s the 
question you’re to solve. 

And the solving of that problem 
means planning your work. Know 
what you want to do; know how you 
want to do it. Then—Do it. 


“Every man stamps his own value upon himself, and we are great 
or little, according to our own will.’’—Samuel Smiles. 
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There is more to an advertisement than print on paper--more 
than a pretty picture or a snappy catch line. To produce an ad. 
that shall attract favorable attention, awaken interest, carry con- 
viction and clinch contracts, requires that the type, the paper, the 
pictures be mixed with copious portions of good gray matter. It 
requires a keen brain, a fine discrimination, a broad appreciation 
of the public. It requires the ability to handle the technical de- 
tails of your proposition so simply that a child can understand them 
and so accurately that a technician cannot quarrel with your 
statements. It requires, finally, a sane comprehension of the 
psychology of advertising—the employment of abstract means to a 
concrete end. In this series of articles will be told what are the 
ingredients of a good ad. how they are weighed and measured 
and mixed so as to gain the end we are all seeking--the selling 


of Electricity. 


A CONSIDERATION OF PRIMARY PRINCIPLES 


By FRANCES NELSON. 


N compounding the ingredients for 
a good advertisement it is as es- 
sential for the ad-man to consider 

the proper elements for combination as 
for the chemist to know the actions of 
certain drugs upon certain other 
drugs. 

For just as two fluids, harmless in 
themselves, together will produce a 
poison, one drop of which is a harb- 
inger of death, so will two opposing 
elements in an otherwise harmless 
advertisement be fatal to its business 
getting possibilities. 

It is equally true that good adver- 
tisements are no more likely to result 
from inspiration or guess work than 
are intricate medical remedies. Yet a 
man who would not think of trusting 


his life to an unlicensed druggist, 
often willingly hands over his ailing 
business to those who do not know 
the first rudiments for putting it into 
a healthy condition. 

Every ad, good, bad, or indifferent, 
is the result of a mixture of specific 
and various ingredients. 

A bad ad is the result of wrong 
combination——either those that in 
coming together annihilate each other 
or those that refuse as absolutely as 
oil and water to mix. 

An indifferent ad may be due to the 
joining of elements that taken alone 
are sufficiently forceful but when 
combined lose each in strength, be- 
cause both lack sufficient resistance to 
affect the other. 
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However much one may believe in 
homeopathy, it is allopathic treatment 
that makes successful advertising. 
Go right after a bad ad with a good 
dose of tact, common sense and a 
knowledge of the prospect it is to 
reach and a cure is iniminent. True 
of a single ad this is no less a fact in 
an entire campaign. No company 
ever won out in the long run by treat- 
ing the patient, long suffering public 
to a series of bad ads administered in 
small doses. 

There are various kinds of diseases 
in advertisements. Some have heart 
disease, some lung trouble, and others 
are afflicted with a species of lycan- 
thropy. 

The ones with heart failure, afraid 
of a shock not to themselves but to 
those they would reach, are continually 
feeling their way to the _ public. 
But the public doesn’t enjoy being 
handled with unseen feelers. 
canny. 


It’s un- 
So the result of these ads is 
that suspicion springs up full grown 
in a wave of popular opinion. 

Consumptive ads, like all patients 
of that character, are bright, abnorm- 
ally bright, IN SPOTS! Then they 
sink into a lethargic condition that 
defies the normal interest of any 
would-be purchaser. 

But the ad suffering from lycan- 


thropy! That is the one most to be 
feared. It revels in unsound argu- 
ment and disordered reasons. It 


creates false ideas by frantic, frenzied 
and absurd, insane insinuations. It 
conveys frequently the idea of a 
wolf in sheep’s clothing and holds 
the “Buy-if-you-dare-but-I’ll-fleece- 
you” attitude. 

Not written with an idea to decep- 
tion it often instigates impression that 


it may take months to eradicate. In 
its wildest forms it even repels the 
public—hence its real danger. 

But to leave the “horrible examples” 
and consider the ingredients necessary 
to a good advertisement ! 

Good English, well chosen similes 
and clever pictures, these have nothing 
further to do with good advertising 
than to dress it to the best advantage. 

It was Josh Billings who said, 
“Perhaps dress doesn’t make the man, 
but after he is made he looks better 
dressed.” This is true of advertising 
and in a later paper I will discuss the 
externals of advertising ingredients. 
But first we are more intimately 
interested in the underlying psycho- 
logical fundamentals considered in the 
preparation of all ads, as the chemist 
must make his compound before he 
can bottle it—even though the bottle 
be necessary to his sale. 

The whole value of an ad lies in the 
RESULTS. 

These are the only standards by 
which any ad need be judged. The 
better the results the better the classi- 
fication of the ad and the best ad is the 
one which can show the limit of the 
results possible in its special field. 

Taken conversely (and it has quite 
a different significance) the best re- 
sults are gotten from the best ads. 

At the moment this fact was made 
patent to the business world the 
science of advertising took its first 
step. 

Today the man who makes success- 
ful ads has a thorough knowledge of 
the technique of his work. He has a 
keen appreciation of the ad-making 
elements which will act most ef- 
fectively and quickly on his patient— 
the public—to sell his goods. 
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He never guesses—he knows. 

This knowledge of his specific public 
and of human nature in general, this 
ability to project his personality and 
write back at himself, is the first in- 
gredient in the preparation of a busi- 
ness bringing advertisement. 

But every business has a different 
public. It is this which made the 
clever shoe advertiser fall down when 
he was asked to write an electric ad on 
a moment’s notice. 

He knew the shoe public and knew 
how to reach them—everybody wears 
shoes, they are a necessity—its only a 
matter of style. But with electricity 
there is only one kind—and it looks 
like a luxury to several millions of 
people in the United States. 

By virtue of his long experience the 
shoe man might have stirred up one 
ad that would pass muster but having 
no absolute knowledge of the electric 
prospects and lacking the business 
bringing argumentive facts that ap- 
peal for electric consumers he would 
fail in the long run to touch the vital 
points. 

Facts backed by arguments of ap- 
peal. These, then, must be used in 
large quantities in the selling-ad. 
_ And here it is that the ad-chemist 
learns to appreciate that as an ad in- 
gredient the technical knowledge of 
his subject is far from as important 
as the knowledge of the facts that 
form the business bringing arguments 
of that subject. 

Yet a man may have a complete and 
reasonable conception of his facts, 
have his arguments laid out in order 
in his mind and fail to pull business 
with his advertising. Why? 

Because he forgets to consider the 
people he is reaching. With the ad- 


man it is never “know thyself” but 
today, tomorrow, and forever it is 
“know thy public.” 

In electric advertising (and that is 
the kind in which we are most 
interested) the appeal must be uni- 
versal. 

There is a vast difference in the 
reason for buying a motor or a curl- 
ing iron—just as there is a vast dif- 
ference in the prospect. Both ads 
must be specific in their statements 
but catholic in their psychological ap- 
peal. Both must reach with equal 
force the interested and the un- 
interested. 

It is argument that holds the key to 
this situation. Keen, terse argument 
that by sheer positiveness will pierce 
the brain of the dull and challenge by 
its strength the sagacity of the wise. 

Too much technicality makes it 
absolutely worthless. There is just 
as much danger of extreme to one 
side as to the other, however. And 
while it is disastrous to write too 
technically for the motor prospect, it 
is equally so to make the curling iron 
ad sound like a primer. 

Simplicity carried to excess becomes 
idiotic and your curling iron prospect 
will resent the implication in this at- 
titude, just as surely as the motor 
prospect will cast aside anything re- 
dundant with technicalities. 

So we have knowledge of the 
prospect, an insight into the business 
bringing points of the subject and 
facts for argument as the constituent 
parts in the preparation of that which 
is known as an advertisement-that- 
brings-results. 

The constituent parts, yes. But 
those only. There are various other 
elements which may not be segregated 
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from these if a good ad is to be the 
ultimate attainment. 

These three relative principles, each 
essential in itself and all helping to 
form the basic ad-quality would with- 
out other ingredients make only an ad 
solidified; an ad _ incomprehensible 
though concrete, and impenetrable 
though substantial. 

It is essential for the results that 
other elements be mixed with these. 

The foundation of a house is a 
necessity, but it is only a foundation 


after all and very little good for 
habitation until the real structure is 
added to it. 

So the ad-man whether he mix his 
ad like the chemist or build it like the 
carpenter must first combine the 
elemental parts—lay the foundation. 
Then he is ready to make it grow 
slowly but surely into an absolute 
factor, that will eliminate conjecture 
and vague surmise from his proposi- 
tion, and in its place put that positive 

issue——‘‘Results.” 


To Central Station Managers, Contract Agents and Solicitors 


SELLING ELEcTRICITY is a magazine 
of ideas—ideas that will help you sell 
Electricity. They are the practical, 
business-getting ideas of men who 
are practical business-getters. These 
ideas are gathered from small com- 
panies as well as large. 

No matter how successful you are in 
conducting the affairs of your com- 
pany, there are ideas in this magazine 
which you can adopt with profit. No 
one man knows it all. Nobody has a 
corner on all the business-getting and 
advertising ideas that apply to the 
electric light industry. And no sta- 
tion manager whose load curve varies 


from the horizontal can afford to 
scorn a new idea. 

Maybe all the ideas in this issue 
would not work out successfully in 
your case. It would be unreasonable 
to expect them to. But some can be 
adapted. Original ideas, if they’re 
good, are generally adapted from 
some source or other. Of very few 
of them can we say, as of Topsy, that 
they “just growed.” It is the mission 
of Selling Electricity to spread 
adaptable ideas. 

We want your support—AND YOUR 
DOLLAR BILL, 


Don't take the first thing the printer offers you. If your advertisements do 
not work out in type in an effective manner, spend a little extra time and money in 
experimenting. Bad display will kill a good ad; good display will make a bad ad 
readable. The object should be to have a good ad well displayed. Get your 
money's worth when you spend for advertising. 
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lectricity 


An illustrated magazine of business- 
getting for Electric light central stations 
and electrical men generally, devoted to 
advertising, soliciting, selling plans, the 
display room, and whatever will tend to in- 
crease the interest in, and demand _ for, 
electric current for light, heat and power. 


Published monthly by 


THE C. W. LEE COMPANY. 
405 Union Building, Newark, N. J. 


FraNK B. Rag, Jr., Editor. 


Subscription price, One Dollar per year. 
Single Copies, Ten Cents. 


NOTICE. 


Advertisements, Changes in Advertise- 
ments, and Reading Matter intended for 
the next month’s issue should reach this 
office not later than the fifteenth of this 
month. 


Application made at the Newark Post Office 
for entry as Second Class Mail Matter. 


Vol. I. JANUARY, 1907. No. I. 


ELLING ELecrricity enters upon 
s its labors because there is a vital 
and growing need for a_ periodical 
which shall deal wholly, sanely and 
practically with the business-getting 
problems of the electrical industries. 
These problems are receiving equal at- 
tention today with technical problems. 
Equally, they require an organ which 
shall deal with them specifically, and 
to the exclusion of all other topics. 
Of this there can be no doubt in the 
minds of any who have watched the 
development, within the past two 
years, of the “new business” idea. 

The selling of electric current for 
light, heat and power is becoming in 


itself a distinct profession. To-day 
the contract agent of the progressive 
electric light and power company is a 
highly trained specialist, a man com- 
bining technical knowledge with 
shrewd business ability. No longer 
can the lighting company subsist on 
the business that comes to it un- 
solicited. No longer can the soliciting 
of new business be done haphazard. 
The New Business Department, to be 
successful, must be in the hands of a 
man whose training, whose very in- 
stincts, fit him for the profession of 
salesmanship. 

But the growth of the central station 
industry has been such that the man 
upon whom falls the responsibility of 
organizing and up-building the sales 
department, is frequently not a sales- 
man or sales manager, but an 
engineer ; and frequently his duties re- 
main those of engineer, to which the 
sales management is added, as a 
trailer to a trolley car, out of neces- 
sity. To such an one, SELLING 
ELectricity offers a means of keep- 
ing abreast of progress in this depart- 
ment of his work. It gives him the 
experience of others, and the results 
of that experience. It gives him the 
best thought of those best qualified to 
speak with authority on the subjects 
of organization, systematizing, solicit- 
ing and advertising. 

N this and succeeding issues of 

SELLING ELectricity, will be 
presented arguments pro and con on 
the subject of appliance policy. 

The writer of the paper which 
won the C. E. D. A’s first prize 
at Atlantic City last summer, stated 
in effect that the lighting company 
would do well to give away current 
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consuming appliances for the sake of 
selling the current. In a paper which 
won a prize in this same competition, 
Mr. Robb, of Peoria, Ill., took a dia- 
metrically opposite stand, contending 
that the sale of electric appliances was 
a matter of salesmanship and not 
of price; that the co-operation gained 
through giving contractors the chance 
to make a fair profit is of more value 
than immediate increase in load, and 
finally, that the idea of selling at cost 
or giving away such appliances -is 
practicaliy and economically wrong. 

Between these two extremes lies the 
truth. 

As a matter of policy we should say 
that the principle of selling at cost or 
of giving away appliances is wholly 
wrong. The contributions we have 
received up to this time would indicate 
that this belief is correct. If any of 
our readers can furnish evidence to 
the contrary we would be pleased to 
print it. 

* ok ok 
OST men will go to considerable 
trouble to give their orders 
peisonally to a salesman whom they 
like. Rather than write, they wait 
for the traveler, that they may be sure 
he gets credit for the sale. 

Now, a magazine is like a salesman 
—it is judged by the number of 
orders it brings to advertisers, and a 
magazine that doesn’t get orders is 
like a salesman who doesn’t make 
sales. 

We believe the hint is sufficient. 
If you mention SELLING ELECTRICITY 
when writing advertisers they will re- 
spond by giving us more support, and 
with this support, we will give you a 
better magazine. It’s to your interest 
to say where you read the ad. 


ANNOUNCEMENT 


The first issue of any periodical is liable 
to be pretty raw. No amount of ex- 
perience, time and labor seems effective in 
the face of the almost innumerable dif- 
ficulties, delays and exasperations which 
are inseparable from first issues. If 
SELLING ELECTRICITY falls short, 
it is not through lack of careful planning, 
hard work or good intentions. But such 
as it is, and we don’t believe it’s so bad, 
here is the magazine. 

Now for the future. 


PRACTICAL SOLICITING. 


There is hardly a Central Station 
Manager, Electrical Manufacturer, Job- 
ber, Supply Dealer or Contractor, who 
is not looking for solicitors—salesmen. 
The supply is far below the insistent de- 
mand: they can’t be found; they must be 
made. 

We are going to help “‘make’’ solicitors. 
In an early issue we will begin publication 
of a series of practical articles on Prac- 
tical Soliciting. They will be, we be- 
lieve, the best series ever published on 
the subject of training salesmen. Every 
man who employs salesmen will want to 
place these articles in the hands of every 
business-getter on his pay-roll. They 
will serve to instruct the novice; they will 
help the experienced solicitor to get a still 
better grip on his job. They are alike in- 
valuable to the employer who must by 
personal contact instruct and inspire his 
men, and the tyro who is wasting energy 
in the wrong channel. 


THE DISPLAY ROOM. 


The article in this issue on the display 
room of the Narragansett Electric Light- 
ing Company is typical of future articles 
along similar lines. The display room 
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is one of the big features of present-day 
Central Station business-getting. It is the 
greatest single public educator we have. 
How to stock, manage and systematize 
the display-room is a problem. And it is 
doubly a problem with the smaller Central 
Stations, where a large display is im- 
practical and a small one, unless handled 
exceptionally well, ineffective. § This 
subject will be covered thoroughly in suc- 
ceeding issues, our object being to take in 
the entire field in a comprehensive way, 
and with an eye, not to picturesque ex- 
perments, but to practical results. 


SELLING APPLIANCES. 


This is a subject that worries the best 
of us. Perhaps because central station 
managers are not tradesmen, there is a 
dearth of workable ideas on how the sel- 
ling of current-consuming apparatus can 
best be fostered. 

We are going back to first principles. 
We have secured contributions, not from 
managers who are at the head of affairs, 
but from the men on the firing-line—men 
who are rubbing up against the public and 
getting rid of the goods. Already we 
have very strong articles on the selling of 
electric heating appliances from two men 
in the middle west who have made 
enviable records as salesmen of this class 
of goods. How did they sell it?—-what 
margin of profit did they take?—these 
are vital questions. 

In the February issue, Mr. E. L. 
Hafner will tell how he sold four hun- 
dred flat-irons in two years in Fort 
Wayne, Ind. He will tell how he 
secured a good margin of profit on every 
iron, while a competitor, selling at 33 per 
cent. less than he, was unable to make 
any sales at all worth considering. This 
is the kind of data central station man- 
agers and solicitors are looking for. 


“SPARKS.” ‘ 
In the February issue also will be 


opened a department under the heading, 
“Sparks,” in which current advertising 
in the electrical industries will be in- 
formally criticised and commented upon. 
This department will be especially helpful 
to the man who gets out his own advertis- 
ing instead of delegating the work to an 
agency or employing a man for that 
especial detail. It will give him an ex- 
pert’s judgment of his production. Good 
and bad will be pointed out, justly and 
with the hope of assisting the ad-writer 
to secure better future results. 

We solicit specimens of advertising 
from all who may wish such help in their 
advertising work. There is a_ large 
amount of advertising issued each month 
which other lighting companies and con- 
tractors would benefit by seeing. This 
will be reproduced in the “Sparks” de- 
partment. Send in YOURS. 


SUBSCRIBE. 


Of course to carry out these and the 
many other good ideas, we need your 
support—support with a capital §$. 
This issue is surely worth one twelfth 
part of a dollar—8 1/3 cents—isn’t it? 
We sincerely hope so! And if it is, we 
ask you to come right down with the 
price of twelve copies—a year’s sub- 
scription. 

You need us as badly as we need 
you—it’s a fair exchange. We get your 
money, and you get your money’s worth. 


DO IT NOW 


ADDRESS 


SELLING ELECTRICITY 


405 Union Bldg. Newark, N. J. 
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HOW TO READ 
THE ADVERTISING PAGES 


FEW years ago, purchasing agents used to say “No” to a 
salesman on general principles, before they learned what he 
had to offer. They took it as granted that the salesman’s 
whole object was to part them from their swag. It never 
seemed to enter their heads that the goods this salesman offered might 
save money, or make money, for them. 

Nowadays, it’s different. The shrewd buyers learned that the 
salesman generally has a pretty good thing to offer or he wouldn't 
come around. They found that many of these good things were 
getting away from them under the old system, and they changed 
tactics. It pays. 

Same with advertising. 

People used to say “No” when they read an ad. Now the Shrewd 
Ones look over all the advertising that comes, to see whether there 
is not a good thing hidden in the pile. 

That’s the spirit in which advertising should be read. “What is 
there in it for me?” is the question. 

The Advertising Pages of “Selling Electricity’ hold announce- 
ments of many good things. You need some of them in your business. 
The manufacturer will make a profit on them, but—by their use you 
will save or make dollars where he makes pennies. Read the advertis- 
ing pages with view to finding how you can profit. 

And don’t forget to mention “Selling Electricity,’ when you 


answer an ad. The courtesy costs you nothing—it means much to us. 


*SSELLING ELECTRICITY” 


THE C. W. LEE COMPANY, Publishers 
UNION BUILDING NEWARK, NEW JERSEY 


In writing to advertisers, mention ‘Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


Mr. Central Station Manager 


Put your ELECTRIC SIGNS, SHOW WIN- 
DOWS and ISOLATED LIGHTS on a FLAT 
RATE BASIS and control same by the 
use of our HARTFORD AUTOMATIC 
TIME SWITCH. It will entirely eliminate 
your troubles. 


THE HARTFORD TIME SWITCH: 


Is the BEST in the World 
Is MECHANICALLY PERFECT 
Is Absolutely RELIABLE 


**JUST WIND IT ONCE A WEEK”’ That’s ALL. 


Type ‘*B’’—ON and OFF DAILY. 

Type ‘*D’’—ON and OFF TWICE DAILY. 

Type **C’*—ON and OFF DAILY omitting SUNDAYS. 
And other types for special conditions of service. 


10 TO 35 AMPS., 1, 2 AND 3 POLES 
10 TO 5O AMPS., 1 AND 2 POLES 


Hartford Time Switch Co. 


101 WARREN ST. ; NEW YORK 


THE Sore One: “This “free trial” flat iron 
proposition is no good. All the irons I put on trial are 
coming back. I get more kicks than orders.” 


Tue SatisFiep ONE: “Why don’t you use 
AMERICAN “Steel Clad” Irons? Over 75 per cent. of 
the AMERICAN Irons I put out are kept and paid 
for.” 


The AMERICAN “STEEL CLAD” IRON 


IS PRACTICALLY PERFECT 


Heats evenly at point and on the Sides. 
No heat radiates from Top. 

Heating Element instantly Removable. 
Durable, Economical, Reliable, 

Correct Sizes, Weights and Shapes. 
Attractive in Finish. 

Practically Indestructible. 


WE COURT COMPETITION 
AMERICAN ELECTRICAL HEATER CO. 


Main Office and Factory, Detroit, Mich, 


Branches— New York Mexico City Chicago 
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SELLING ELECTRICITY ADVERTISERS. 


IF ITIS A 
QUESTION OF 
ELECTRIC 


HEATING 


QUALITY 


THEN IT’S 


Simplex Electric Heating 
Company 


CAMBRIDGE, MASS. 


MONADNOCK BLOCK 
CHICAGO 


Demonstrate the many advantages of 
Almond Flexible Arms in factory, shop, 
office, school, hotel, anywhere. We'll send 
book showing the various applications. No 
trouble to adjust them; bend the arm, 
that’s all. Light can be readily con- 
centrated in any direction. Flexibility 
permanent. Ornamental. Practical. Let 
us quote. 


T. R. Almond [lfg. Co. 


83 Washington St. Brooklyn, N. Y. 


SORENSEN 


TYPE ‘‘c”’ 


Throws the current on and off at 
any given time. Requires no atten- 
tion other than winding once a week. 
Guaranteed to give perfect satisfac- 
tion. 

SEND FCR CIRCULARS AND PRICES 


P. SORENSEN 


18 DUNHAM PL. BROOKLYN 
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SELLING ELECTRICITY ADVERTISERS. 


We Cus Help You Get 
Window Lighting Business 


THE GERMANIA 
REFLECTOR LAMP 


Is a business-getter for you because 
it cuts down the cost of your customer's 
window lighting installation. No 
cumbersome reflectors needed—no 


expensive wiring—no special fixtures. 


The Germania Reflector Lamp combines lamp and reflector 
in one unit. The lamp concentrates the light in the direction it 
is pointed, and gives four to five times as much illumination in 
that direction as the lamp is rated at. 

The Germania Reflector Lamp has a reflector surface backed 
with pure copper—not paint. This copper backing will with- 
stand heat of 300° without cracking or peeling. The reflector 
will outlast the filament. 

The Germania Reflector Lamp shows a high maintainance 
of candle power.. Its life is equal to that of the best lamp you 


know of. 
RATING OF LAMP DOWNWARD LIGHT 
4c. p. clear 25 c. p. frosted 18 c. p. 
8 c. p. 27 c. p. 
16 c. p. Ree 60 c. p. 
ps “140 c. p. “$23 exp. 


Send for a sample lamp and net price list today. See 
whether you cannot get a few of these backward merchants to 
sign Germania window lighting contracts. Remember, the 
advantages of the Germania Reflector lamp is that it requires 
no investment for the initial installation other than ordinary wir- 
ing and sockets. 


Germania Electric Lamp Company 
(Independent of any lamp trust or combination.) 


420-422 OGDEN ST., NEWARK, N. J. Telephone 4723-J Newark 
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SELLING ELECTRICITY ADVERTISERS. 


Breezes to Breathe 


STATIONARY DESK FAN MOTOR 


A small, light running, noiseless and inex- 
pensive, solid base desk fan is almost as essential 
in summer for private residences as a Telephone. 

Fort Wayne fan motors are portable and light 
in weight and can be set in any convenient place. 
They are Quality fan motors, first, last and all 


the time. hey look right, run right and wear. 


right. 

An 8-inch Fort Wayne fan motor will run for 
five hours at a cost of only one cent for current. 
Summer Comfort could not be more reasonably 
obtained. 


Fort Wayne Electric Works 
**WOOD”’ SYSTEMS 
Fort Wayne, Indiana 


SIMPLEST 
TIME 
CUT - OUT 


ON THE 


MARKET 


THE JONES 


Cuts off the current at any time 
desired. Simple, substantiable, de- 
pendable and moderate in_ price. 
Mechanism guaranteed. 

Bulletins of all our specialties— 
Line Cut Outs, Jack Knife Ceiling 
Switches, Rotary Ceiling Switches, 
etc., will be sent on request. 

Write for them to-day. 


J. JONES & SON 
62 VESEY ST. NEW YORK 


Business Getters 
FOR 


Central Stations 


EUREKA 


Electric Smoothing Irons 


FOR HOUSEHOLD-LAUNDRY 
OR WORK-ROOM USE. 


No up-to-date Central Station 
Manager denies the value of the 
Electric Smoothing Iron as an effec- 
tive Business-Getter. 
The question is—which iron is the 
best? We submit the Eureka for 
your most rigid inspection. In design, 
workmanship, finish and reliability, it 
is the acknowledged leader. 
Send for a sample iron to-day and 
let us give you our special Central 
Station Prices. Eureka irons are 
right all through. They give satis- 
faction to you and your customers. 


QUICK SHIPMENTS. 
THE W. J. BARR 
ELECTRIC MANUFACTURING 


COMPANY 


Manufacturers of Electric Irons, Curling 
Iron Heaters, Coffee Percolators, 
Heating Pads, Etc. 


CLEVELAND, OHIO 
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The Engineering of Light and 


Illumination Company 


undertakes not only specific problems in 
Illuminating Engineering, but outlines and 
puts into force effective plans for advancing 
the standard of illumination among your 
customers and instructs your solicitors in 
carrying such plans forward. 

In every city there are opportunities for 
employing our services to advantage and 
with profit. In cases where sharp competi- 
tion is in force or threatens, it becomes an 
absolute necessity. We should be pleased 
to correspond with you, explaining our 
methods in detail. 


Engineering of Light and Illumination Company 
25 BROAD ST., NEW YORK CITY 
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SELLING ELECTRICITY ADVERTISERS. 


DOW ADJUSTER vs PEANUTS 


DIVIDENDS 


The DOW ADJUSTER pays Big Dividends on a Small Investment 


Dividends to the user in convenience—adjusted 
with one hand just where you want the light. 
Works like a curtain. 

Dividends to the jobber who has them on his 
front shelf and pushes them over the counter. 

Dividends to the central station by increasing 
the convenience and popularity of pm light. 

SAMPLE PREPAID FOR $1.25 


New Marshall Catalog shows about everything 
for incandescent lighting Free toall who needit. 


HE Label of the 
Electrical Test- 
ing Laboratories 
is better than any 
manufacturer’s 
guarantee. It means that each 
piece of apparatus tested is abso- 
lutely in accordance with the 
specifications. variation 
in quality—no ‘‘ seconds’’ — 
no guesswork. You get what 
you pay for. 


Electrical Testing 


NEW YORK 


MARSHALL ELECTRIC MFG. CO. 


BOSTON CHICAGO 


What 
A $ Buys! 


If you're connected in any way 
with the business-getting end of central 
stations; if you’re a contractor, or a 
supply dealer, one dollar invested in 
a year’s subscription to Selling Elec- 
tricity will be one of the best invest- 
ments you can make. 

That dollar will buy you the ex- 
periences and the ideas of the fore- 
most men in the business. 


TODAY—RIGHT NOW-—I!IS THE 
TIME TO DO IT 


** SELLING ELECTRICITY ”’ 
Union Bldg., Newark, N. J. 


Laboratories 
NEW YORK CITY 


1571 RIVER ST. 


FRANK B. RAE 


ELECTRICAL ENGINEER 


PLANS, SPECIFICATIONS AND REPORTS ON 
LIGHTING, POWER AND RAILWAYS 


ARTHUR A. ERNST 


Engineer of Light and Illumination 


Telephone, 5202 Broad. 
25 BROAD STREET, NEW YORK 


SALESMAN SHIP 


Ellsworth Building 


In writing to advertisers, mention “Selling Electricity.” 


The Magazine for Business-Getters 
EDITED BY W. C. HOLMAN 


SALESMANSHIP can gibe any salesman 
living pointers on getting business. You 
need it; your solicitors need it. The price is 
but A DOLLAR - the balue can be measured 
in thousands. 


SEND FOR A SAMPLE COPY SALESMANSHIP 


DETROIT, MICH. 


CHICAGO 
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SELLING ELECTRICITY ADVERTISERS. 


THE B.-H. 
RELIABLE 
TIME SWITCH 


Central Stations which turn down the 
flat-rate sign and window lighting propo- 
sition because they claim they cannot get 
a dependable automatic cut-out, have not 
investigated— 


B-H 


Reliable Automatic Time Switch 


A proposition to prove our claims 
made to the skeptical. Write. 


The BALLOU-HUTCHINS ELEC. CO. 
37 Weybossett Street 
PROVIDENCE, RHODE ISLAND 


THE 
WIRT DIMMER 


The neatest and the most carefully 
made Dimmer in the market. 

Made in three types: 

Wall Pattern for Halls, Residences 
and Small Theatres. 

Pattern D, plates either interlocking 
or non-interlocking. 

UNIVERSAL TYPE, INTERLOCKING 


WRITE US TO-DAY 
FOR 
BOOKLET DESCRIBING IT. 


WIRT ELECTRIC CO. 


PHILADELPHIA 


HOLOPHANE 
ARC 


LIST PRICES 
FOR 16C. P STANDARD LAMPS 
No. 54—4 Lights $11.65 
« 55—5 12.40 


“ 13.15 
See,“ 14.00 


FOR 40 C P. GEM LAMPS 
No. 64—4 Lights $20.80 
* 22.10 
“ 666 “ 23.40 
FOR 22 C. P. TANTALUM LAMPS 
No. 74—4 Lights $13.55 
14.50 
“ 15.45 
SOME ADVANTAGES 
Can be used where something artistic is 
wanted. 
Can be used where a low ceiling makes 
an enclosed arc impossible. 
Central Stations can loan these clusters 
the same as they do arc lamps. 
They can be used to satisfy a dissatisfied 
arc customer. 
They are unaffected by dirt. 
The candlepower and number of the 
lamps can be adjusted to suit all conditions. 
Prices above are LIST and do not in- 
clude lamps. For discounts and full in- 
formation, write to 


HOLOPHANE COMPANY 
SALES DEPARTMENT 


227-229 Fulton St. New York 
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SELLING ELECTRICITY ADVERTISERS. 


The Curtis Advertising 
Co., of Detroit, have twice 
as many Central Station cus- 
tomers as all other advertising 


companies combined. 


There’s a good reason 


for it. 


Let them tell you all 


about It. 


In writing to advertisers, mention ‘Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


HE prosperity of a nation is measured by the 
volume of its sales. In the United States 
ALONE last year over seventy-five BILLION 

dollars worth of sales were made. What share of this 
vast sum did your firm get? If you are a sales mana- 
ger, an executive head or a proprietor, would you not 
welcome a plan—not a theory—to help you inject into 
your selling force the ability to close 10 to 25% more 
sales—to bring out every latent spark of selling power 
in your organization—to raise your department to the 
top notch of efficiency ? 


THE SHELDON METHOD 


has helped many a salesman and sales manager to get 
out of the rut of “old fogyism.” It is the only com- 
plete, practical and rational system of developing the 
science of selling and business building. The mere fact 
that over 1,000 prominent firms have adopted this sys- 
tem in the handling of their selling forces proves con- 
clusively the practicability of this great system. Over 
80°% of our 19,000 students are veteran salesmen in all 
kinds of business gers, proprietors and executive 
heads of great institutions. If you are a sales manager 
you should not only take advantage of our offer, but see 
that every man in your employ has the same chance. 
The Sheldon system teaches practically everything that 
it is possible to learn about getting and holding trade. 
It gives the sales manager a thousand and one hints, 
suggestions and actual step-by-step plans for developing 
his organization. Will you invest two cents to send for 
the information we are willing to GIVE you FREE 
OF CHARGE ? 
Clip the coupon below and do it today. 
COUPON—CUT 
Check the subjects below that you are interested in and 
receive absolutely free our valuable booklet of selling infor- 
mation, “WHYS, WHEREFORES AND THEREFORES,” 
or send 15 cents with the coupon and receive also “Asa Man 
Thinketh,” that remarkable little book by James Allen,and 
the magazine, ‘“‘Business Philosopher,” for three months. 
Salesmanship 
Ad Writing 
Business Logic 


Self Education 
Science of Industrial 


.Business Psychology Success 
Science of Retail 
Self Development Merchandising 
Town 


In writing to advertisers, mention ‘Selling Electricity.” 


Your Prospective 
Customer 


Reads The Newspapers 


The Sheldon School 


O you want to reach this man with 
D your newspaper ads? 


Then make the ads. appeal to him. 

If your newspaper advertising isn’t pay- 
ing, don’t condemn all newspaper advertis- 
ing. Look to your ads. Are they the 
kind that will catch the public attention 
and influence discriminating readers to buy? 


What’s the use of wasting good white 
space by filling it with poor ads. when 
you can get our service—the best in the 
market—for a minimum price? 


Our Central Station Newspaper Service 
consists in four good, bright, forceful, at- 
tractive ads. each month. They are illus- 
trated with designs by one of the best 
commercial artists in New York—we think 
the very best. The copy is a crisp, strong 
presentation of the advantages of Elec- 
tricity for light, heat and power. 


You need forceful, sales-making adver- 
tisements if you expect to make your 
newspaper space yield you its full value. 
That’s the kind you get if you use our 
service. A good mixture of straight-from- 
the-shoulder-selling-talk and tact. That is 
a combination that makes white space pay 
for any company. Our ads have it. 


For $6.00 we furnish you Four Cuts 
each month. The artwork in these cuts 
would cost you many times that amount 
if you had to get it for your individual 
company. It catches the eye, the good 
copy holds the attention, and the combina- 
tion of art and salestalk lands the customer. 

Get our Bulletins. An even dozen 
Bulletins have been issued, giving you 
over 100 cuts to make selection from. 
Don’t procrastinate. Don’t make snap 
judgment. Get the Bulletins today and 
find out just how good these ads. are. 


The C. W. Lee Company 
Union Building 
Newark, N. J. 


Department of Syndicate Advertising. 
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SELLING ELECTRICITY ADVERTISERS. 


THE DIAMOND 
LAMP 


Is made of prismatic glass with re- 
flector, and gives three times the light 
of an ordinary standard lamp of the 
same candle power, without consum- 
ing any more current. 

Made in all voltages and in 8, 16 
and 25 candle power. 

The use of the Diamond Lamp 
means more light for the same cost, or 
same light at reduced cost. 

WRITE FOR PRICES 


Talmont 
Electrical Engineering 
Company 


88-90 Center St. New York 


The Model 


ELECTRIC SHEET-STEEL 
TRANSPARENCY 


“THE BEST SIGN FOR THE MONEY” 


Many of your customers cannot af- 
ford a large sign. Sell them a 
“Model” and get full rate for the 
current consumed. Attractive, well- 
made, low-priced. Philadelphia is 
full of them. 


THE MODEL SIGN WORKS 
PHILADELPHIA, PA. 


The Reputation 
of Toerring Arc Lamps is of 


the highest 
because we 
have al- 
ways pre- 
ferred to 
put a dollar 
more into 
the lamp in 
order to 
save the 
user two 
afterwards 
Catalog or trial lamp. 

C. J. Toerring Co. 


2121 TORONTO ST. 
PHILADELPHIA, PA. 
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SELLING. .ELECTRICITY ADVERTISERS. 


COMMERCIAL. 
ENGINEERING 


The C. W. LEE COMPANY acts as Com- 
mercial Engineers and Advertising Counsel for 
Public Utility Corporations. Our service con- 
sists in the organization or re-organization of 
“New Business” departments, in the planning 
and putting into execution of effective publicity 
methods, and in acting in an advisory capacity 
on subjects pertaining to the commercial con- 
duct of electric light or other utilities. 


The value of such service has been amply dem- 
onstrated by us during the past year. Within 
that time we have handled successfully the com- 
mercial problems of a number of companies in 
various parts of the country. ‘The results of this 
work we are glad to make known to any who 
may be interested. 


THE C. W. LEE COMPANY | 
NEWARK, N. J. 
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SELLING ELECTRICITY ADVERTISERS. 


THE 
ILLUMINATING 
ENGINEER 


NEW MONTHLY MAGAZINE, devoted to the Science 
and Art of Illumination. Artificial light is coming more and 
more to be handled as an engineering problem instead of 
by the guesswork methods that have heretofore prevailed. 
Illuminating Engineering has already become an established pro- 


fession, and the demand for Illuminating Engineers by Central 


Stations, and others interested in lighting, far exceeds the supply. 


There is no branch of technical work today that offers such 
great inducements in the way of quick employment and rapid pro- 
motion as this new field of Illuminating Engineering. 


The Illuminating Engineer is the only journal published 
devoted exclusively to the theory and practice of this branch of 
engineering, and affords practically the only means of acquiring a 
working knowledge of the subject, and in keeping up-to-date in all 
matters pertaining to its practice. 


Write for a Sample copy and special subscription offer sent 
free to those who mention “Selling Electricity.” 


ONE DOLLAR A YEAR # _ TEN CENTS A COPY. 


ILLUMINATING ENGINEERING 
PUBLISHING COMPANY 


12 WEST 40TH STREET NEW YORK 


In writing to advertisers, mention “Selling Electricity.” 


( 
: N 
id 
it 
| 
i 
— 
— 
4 
| 
— 
— 
| 
ij 
4 
2 
| 
4 


SELLING ELECTRICITY ADVERTISERS. 


The Largest Public Building in the World 
ADOPTS 


NERNST LAMPS 


Nic York’ Auguss zna, 190% 


Mr W. 0, Uptegraff, Second Vice President, 
Nernst Lamp Company, 
Pittsburg, Penna 


Dear Sir:- 


I beg to advise that we have decided to adopt Nernst lamps for the main 
illumination means of our new New York Terminal Passengen Station Building and terminal 
yard in this city, with the probability that we shall use this method of illumination 
also for other portions of our New York Terminal work. The lamps we shall need will 
be of your various standard forms for indoor and outdoor work, and from one to six glowers 
The total list has not yet been prepared nor has the number of glowers been definits y 
fixed, but I anticipate that we shall need in the neighborhood of 13,000 glower unis. 

You will receive from time to tims from Westingnouss Church Kerr & Company, our 
Engineers for the station lighting, specifications covering the requirements, which kind 


ly give attention to as occasion demands. 


Very truly yours, 


Cnief Engineer, &.T. 
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SELLING ELECTRICITY ADVERTISERS. 


It is desired to secure a hand-book 
which will be instructive and stimu- 
lating to representatives of central sta- 
tions, contractors or others who are 
soliciting the public for the sale of elec- 
tric service for light, heat and power. 
A committee appointed by the Presi- 
dent of the National Electric Light 
Association will judge the hand-books 
and the awards will be made at the 


next meeting of that Association. 
& 
DIVIDED AS FOLLOWS: 


First SECTION, ON 


LIGHT - - $1,000 
200 

SECOND SECTION, ON 

POWER - - $1,000 
$500 

THIRD SECTION, ON 

HEAT - - $600 
200 


For further particulars write for 
pamphlet. 


$2,600.00 in Prizes for 


Electrical Solicitors’ Handbook 
IS BEING OFFERED BY 


In writing to advertisers, mention “Selling Electricity.” 
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etters That Bring 


How to Talk and Write to Win Success 


These books teach young men how to write original, forceful letters that win good positions 
and good salaries; — teach young women how to write entertaining, attractive letters that 
secure social prestige and a circle of admirers;—teach salesmen how to write convincing 
letters that sell goods;—teach credit men how to write tactful letters that bring m 
money and give no offense; —teach correspondents how to write clinching business-bringing let- 
ters:— ‘teach stenographers how to master correspondence;—teach advertisement writers po 
io write strong, ‘‘pulling’’ copy. They forma complete college course in business tngiisn 
—to be read at leisure—to be put in daily practice at once. Many successful men are earning 
large salaries merely because they know how to state a business proposition clearly, tersely, 
concisely, forcefully. This set of books comprise the notable Sherwin Cody course in busi- 
ness English complete. Before being published in book form this course sold for $25.00. 
Every business man, employer and employe should have this set ready for reference. 


f you want your letters and conversation to have the “vim” and “go” of 
vords that win, if you want to embody in your correspondence and speech 
hat “magic” touch, snap and personality, that sounds a golden echo in your 
ash drawer — Sherwin Cody’s four little volumes will enable you to do it. 


The Study of Words 

‘ever before has the study of words been made so simple, so 
ear, so concise as in the first of these compact, hip-pocket 
oslumes. The novice is given a complete grasp of the use 
{ words—their differentiation of meaning—their construc- 
on, their spelling, their pronunciation, their definitions. 
{any pioneer writers—even the heads of several colleges— 
ave adopted this book as a source of convenient reference. 


Simple Rules 

olume II is no ordinary dry, uninteresting grammar. It tells 
ore in its few pages than the weighty volumes used by 
riters everywhere. Contains exhaustive chapters on English 

idioms, pecularities of 
the language, construc- 
tion of sentences, parts 
of speech, all explained 
so simply and interest- 
ingly that its study be- 
comes a fascinating 
mental exercise. 


The Methods of Master Writers 
Volume III explains the ‘tricks’ and the simple principles of 
effective writing; the methods of writers who are masters. It 
discusses and analyzes diction, figures of speech, style, 
humor, ridicule the style of Macaulay, reserve, criticism, fic- 
tion, the narrative, description and dialogue style’ epigram- 
matic style; the power of simplicity, harmony of style, imagi- 
nation, reality, the use of models in writing fiction, and a price- 
less appendix which explains common errors in use of words, 


Composition 

The first essential of any successful composition is that it be 
interesting. This convenient volume explains how English 
may be made not only correct but i#teresting—and therefore 
effective. It explains com- 
position in ad-writing, in 
correspondence. in conver- 
sation, in stury writing. It 
deals with the construction 
of all forms of business 
correspondence. 


Your Last Chance to Secure a Set 


Your chance to get Mr. Cody’s books of us at the 
special wholesale price of $2.00 is almost at an end. 
But the offer will still hold good throughout next month, 
at least. How much longer we cannot say just now. 
But if you want to get in on this bargain price—giving. 
you seven complete home study courses in English— 
in book form—you had better sign the coupon and mail 
it with $2.00 to-day. Without coupon the price is $3 oo. 


The SYSTEM Company, Chicago 
(Desk S. E.) 
New York London 


If Iam not satis- 


Desk Be 
Enclosed find $2.00, for which mail 
me a set of Cody Books all complete, 


regular price $3.00. 


The SYSTEM Company, Chicago 
fied you are to return my money. 


Name...... 
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SELLS 


CURRENT 


MR. LIGHTING MAN! 
INSIST ON 


FEDERAL 
INTERCHANGEABLE 


SIGNS 


The Most Attractive—The Most Durable of any 
Sign on the Market 


Write for information as to how your 


Central Station Income can be doubled 


Federal Electric Company 


WEST LAKE STREET . CHICAGO, ILL, | 


In writing to advertisers, mention “Selling Electricity.” 


A 

4 

4 


